. Sellers can base their marketing on one of three strategies, including (1) high quality, (2) low price, and (3) a balance of both. Consumers refer to their perceived product value when undergoing consumption. They tend to choose perceived high value products with a higher quality or at a lower price. Perceived product value, however, may vary as a result of consumers' increasing and accumulated perceived product knowledge.
Product Knowledge
According to Alba and Hucthinson (1987) , consumer product knowledge consists of product familiarity and professional knowledge. Product familiarity refers to consumers' accumulated experience in purchase and use of a certain product, while product professional knowledge indicates whether a consumer possess professional-level understanding of that product. Brucks (1985) , based on his analysis of previous research, proposed three types of consumer product knowledge measurement. They are: (1) Measurement of knowledge of all products as perceived by a consumer, meaning to what degree a consumer himself or herself recognizes, understands and familiarizes with a certain product. This is so called subjective knowledge. (2) Measurement of actual amount and form of knowledge in a consumer's memory. This is so called objective knowledge. (3) Measurement of a consumer's experience in purchase and use of that product. Research in the past few years has employed subjective and objective knowledge to measure consumers' product knowledge.
Relationship between Purchase of Imported Product and Consumers Ethnocentrism Perceived Product Value and Product
Knowledge Consumers with more intense ethnocentrism regard it inappropriate to buy imported products. Purchasing imported products, according to them, can reduce competitiveness of local products, thus leading to economic stagnation and higher unemployment rate. Such a behavior can be dismissed as being unpatriotic. People with less intense sense of ethnocentrism, on the contrary, base their purchase decision on product quality and price instead of the origin of production. Shimp and Shama (1987) categorized the features of consumers with more intense ethnocentrism into overestimate of local made products, underestimate imported products, preference for local made products to exclusion of imported products.
Past research concerning perceived product value indicated the higher consumer perceived product value is, the less intensified consumer intention for imported products becomes. This suggests the degree of perceived product value is related to ethnocentrism-oriented consumers' intention to purchase imported products.
Brucks (1985) found that subjective product knowledge can be affected by objective product knowledge on the one hand and consumer product knowledge and confidence on the other. Park and Lessing (1981) indicated assessment of consumer subjective knowledge can offer more understanding of consumer systematic bias in decision than objective knowledge does.
Methodology

Research Framework
The framework of this research is provided by Fig.1 :
Hypotheses
The present study aims to investigate how consumers' ethnocentrism (independent variable), product knowledge and perceived product knowledge (moderating variables) affect purchase intention for imported products (dependent variable). The following research hypotheses are proposed based on referred literature and research framework:
 H1: Consumers' ethnocentrism affects purchase intention toward imported products. Both are inversely related.  H2: Consumers' ethnocentrism and purchase intention can be affected by perceived product value. This means consumers' ethnocentrism and purchase intention for imported products are inversely related. Imported products with higher perceived product can weaken consumers' ethnocentrism.  H3: The relationship between consumers' ethnocentrism and purchase intention for imported products can be affected by product knowledge, meaning the inverse relationship between ethnocentrism and purchase intention for imported products can weaken because of more consumer product knowledge.
Empirical Analysis
3.3.1. Hierarchical Regression Analysis 3.3.3.1. Regression analysis of consumers' ethnocentrism Hierarchical regression analysis is employed for test of the influence of individual consumer's ethnocentrism on consumer purchase intention. Table 1 shows the result of analysis. Both model 1(F=5.368, p<0.001) and model 2(F=5.394, p<0.001) are found to be at the significant level. Model 2 demonstrates that consumers' ethnocentrism significantly affects purchase intention for imported products (β=-0.051, p<0.001), thus supporting Hypothesis 1. 
Regression Model
Subjective Product Knowledge
Hierarchical regression analysis is employed for test of the moderation of subjective product knowledge on consumers' ethnocentrism and purchase intention. Table 2 shows the result of analysis. All four models are found to be at the significant level (F=5.368, p<0.001; F=5.394, p<0.001; F=15.605, p<0.001; F=14.819, p<0.001). Model 2 demonstrates that consumers' ethnocentrism positively affects purchase intention for imported products, indicating consumers' ethnocentrism positively affects purchase intention (regression coefficient: -0.05). Model 3 shows that subjective product knowledge positively affects purchase intention for imported products (β=.232, p<0.05). Model 4 shows that through adding one moderating variable the total variance explained significantly increases accordingly, meaning this moderating variable has statistical power over purchase intention. Therefore, concerning consumer' ethnocentrism, subjective product knowledge significantly affects it (β=.204, p<0.05). Hierarchical regression analysis is employed for test of the moderation of objective product knowledge on consumer ethnocentrism and purchase intention. Table 3 shows the result of analysis. All four models are found to be at the significant level (F=5.368, p<0.001; F=5.394, p<0.001; F=30.145, p<0.001; F=28.232, p<0.001). Model 2 demonstrates that consumer ethnocentrism positively affects purchase intention for imported products, indicating consumers' ethnocentrism positively affects purchase intention (regression coefficient: -0.05), thus supporting Hypothesis I. Model 3
shows that objective product knowledge also positively affects purchase intention for imported products (β=.231, p<0.05). Model 4 shows that adding one moderating variable increases the total variance explained significantly, meaning this moderating variable has statistical power over purchase intention. Therefore, as far as consumers' ethnocentrism is concerned, product knowledge positively affects it (β=.233, p<0.05). 
Regression
. Regression Analysis of Moderating Effect of Perceived Product Value
Hierarchical regression analysis is employed for test of the moderation of perceived product value on consumers' ethnocentrism and purchase intention. Table 4 shows the result of analysis. All four models are found to be at the significant level (F=5.368, p<0.001; F=5.394, p<0.001; F=29.631, p<0.001; F=27.840, p<0.001). The empirical result of model 2 supports H1. Model 3 shows that perceived product value also significantly affects purchase intention for imported products (β=.341, p<0.01). Model 4 shows that adding one moderating variable increases the total variance explained of the regression model significantly (△R2=.002, p<0.01), meaning this moderating variable has statistical power over purchase intention. Perceived product value as moderation variable significantly affects consumers' ethnocentrism (β=.233, p<0.01). Therefore, H3, which assumes consumer ethnocentrism and purchase intention for imported products can be affected by perceived product value, is thus supported. This means the inverse relationship between consumers' ethnocentrism and purchase intention for imported products can be reduced due to more product knowledge. 3.3.3.5. Regression Analysis of Two Moderating Variables Hierarchical regression analysis is employed for test of the moderating effect of product value and perceived product value on consumer ethnocentrism and purchase intention. The regression analysis of the three models manifest significant level (F=5.368, p<0.001; F=5.394, p<0.001; F=28.232, F=14.819, F=27.840, p<0.0011) . The empirical result of model 2 indicates that consumers' ethnocentrism and perceived product value significantly affects purchase intention for imported products. Model 3 shows both moderating variables significantly affect consumers' ethnocentrism and purchase intention for imported products.
3.3.3.6. Result of Hypothesis Test Table 5 provides the test result based on the above-mentioned analysis and verification
Research Hypotheses
Result H1: Consumers' ethnocentrism affects purchase intention toward imported product.
accepted H2: Consumers' ethnocentrism and purchase intention can be affected by perceived product value. This means consumers' ethnocentrism and purchase intention for imported products are inversely related. Imported products with higher perceived product can weaken ethnocentrism.
accepted H3: The relationship between consumers' ethnocentrism and purchase intention for imported products can be affected by product knowledge, meaning the inverse relationship between ethnocentrism and purchase intention for imported products can weaken because of more consumer product knowledge.
accepted 
Influence of Consumers' Ethnocentrism on Purchase Intention
The empirical analysis of the regression model reveals consumers' ethnocentrism positively affects purchase intention at significant level, while it is in inverse relationship to purchase intention for imported products. The result conforms to the study by Shimp and Shama (1987) . The test results of related studies conducted by other scholars are also in conformation to that of the present study. Higher degree of consumers' ethnocentrism leads to less purchase intention. In other words, lower degree of consumers' ethnocentrism means more intensified purchase intention. Hypothesis 1 is therefore accepted.
Moderating Effect of Perceived Product Value
The empirical analysis of the regression model reveals that perceived product value positively affects consumers' ethnocentrism at significant level. This finding supports Zeithaml (1988), which suggests higher perceived product value significantly affects purchase intention, given consumers' ethnocentrism unchanged. H2 is thus well supported.
Moderating Effect of Product Knowledge
The empirical analysis of the regression model reveals subjective and objective knowledge positively affects consumers' ethnocentrism at significant level. This indicates when consumers have more subject and objective product knowledge, their purchase intention will be more intensified, given consumers' ethnocentrism unchanged. Therefore, purchase intention depends on product knowledge. This finding conforms to Anderson &Brucks (1985) , which suggests consumers who have more product knowledge tend to buy goods to meet their individual needs. Hypothesis 3 is therefore accepted. 
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